In the face of slow economic growth and development, and the perennial problems of unemployment, poverty and inequality, the South African government and business community have long recognised the importance of growing and diversifying the country's tangible goods and services export sectors. ('export opportunities') 
INTRODUCTION
ike many developing countries, South Africa faces significant economic challenges, from tackling persistently high unemployment and widespread poverty, to improving the country's image as a trade and investment partner, and generating sustainable economic growth. Many government initiatives have been launched in recent years -at national, provincial and local level -to stimulate greater economic opportunities and put the country on a better economic footing. A key component in several of these initiatives is a stronger and more focused export drive.
Export promotion is important for creating employment opportunities, generating foreign exchange reserves, and improving the living standards of a country's citizens. However, whereas large numbers of possible export opportunities exist, relatively few have a realistic chance of being successfully exploited.
This paper first provides an overview of economic policies and initiatives introduced by the South African government in recent years, with special emphasis on their role in boosting the country's exports.
Given the knowledge and skills deficiencies that permeate the export sector in the country, the DTI's recently launched (in 2013) National Exporter Development Programme (NEDP) is particularly timeous. The NEDP is a multi-faceted initiative aimed at boosting exporter readiness through the identification of viable products and markets, as well as training, knowledge sharing, and support. Small businesses are the primary target of the development programme, which takes its broad direction from the NDP, NGP, NIPF and TPSF. According to the DTI, "the programme aims to build on existing activities and capacities at the DTI, provincial economic development departments, provincial trade and investment agencies, the Small Enterprise Development Agency (SEDA), and other international and local stakeholders to ensure the delivery of key interventions to emerging and experienced exporters" (Parsons, 2013) .
Even the most well-informed and coherent trade policies and initiatives cannot on their own deliver on the challenges of diversifying the export mix, gaining greater market access, and seeing off the competition. Much is dependent on whether the business environment is conducive to the development and expansion of a viable export sector. This assumes, inter alia, that businesses have sufficient incentive to get involved in exporting, and can rely on ongoing and accessible information and practical assistance from both government and private sector trade specialists.
EXPORTER DYNAMICS

South African Exports
Since the onset of the new millennium but before the global financial crisis, South Africa experienced an average annual export growth rate of 14.32% (in nominal value terms). Since 2008 (through 2012), the growth rate averaged 6.37% (UnctadStat, 2013). Unfortunately, in volume terms, a similarly bleak picture has emerged. According to Parsons (2013) , export volumes grew by only 3.9% between 2000 and 2007, and since 2008, the growth rate has declined to 2%.
For many years, South Africa's top export destinations were mainly the high-income countries, such as the United States, Germany, the United Kingdom and Japan. However, given the growing influence of the emerging markets and the slowdown in the United States and Europe in recent years, South Africa's trade alliances and patterns have been changing. China is now South Africa's largest single export destination, although Europe remains the country's biggest export region. Africa, though not without its challenges, is seen as a priority by South Africa's trade officials, as is the BRICS grouping, though time will tell whether BRICS will deliver economic benefits in addition to its obvious political benefits. South Africa's export performance is extremely important to the country's overall economic wellbeing, contributing 29% to the country's GDP in 2011 (World Bank, 2013) . Despite appeals and efforts to build capacity in the manufacturing sector and increase the range of value-added exports, South Africa is still very reliant on commodities for its export earnings. Metals and mineral products, for example, account for at least 50% of the country's merchandise exports. Relatively little agricultural output finds its way to export markets. However, one shining star in terms of its ability to deliver large volumes of high-value manufactured exports is the automotive industry, which has benefited from a very focused government investment and export promotion campaign in recent years.
Among the many challenges that South Africa's exporters have to face is the reality of the country's declining global competitiveness, which is making it increasingly difficult to run successful operations and attract sustainable business. Though it is a very complex problem that requires a collective effort to fix, competitiveness needs to take centre stage in South Africa's export promotion efforts.
Taking an aggregate view of a country's export performance, however, encourages blunt policy interventions like high-level trade agreements, or incentives that benefit only specific industry interest groups. To achieve focus in the country's export drive, more needs to be known about the firms that export and their behaviour. The following sub-section puts South Africa's exporters under the microscope.
South African Exporting Firms
In 2012, the World Bank published a new database on exporting firms. The Exporter Dynamics Database contains customs data from 38 developing and 7 developed countries spanning the period 2001 to 2009 (Cebeci et al., 2012) . This database provides information on different types of exporters, which illustrates the dynamics of exporting firms. Cebeci et al. (2012:15) offer the following definitions of firms included in the database:

An exporter t is any firm that exports in year t,  an entrant t is a firm that does not export in year t-1 but exports in year t,  an exiter t is a firm that exports in year t-1 but does not export in year t,  an incumbent t is a firm that exports in both years t-1 and t  a survivor t is a firm that does not export in year t-1 but exports in both years t and t+1.
The point of departure in describing the dynamics of South African exporting firms is to consider their basic characteristics, i.e. arrive at a profile of the types of firms that get involved in exporting. Table 1 presents this  information for the period 2003 to 2007 , as this timespan coincides with the data used in the application of the DSM (see section 5). The number of exporters declined somewhat during the period, whereas the average export value per exporter increased. Furthermore, the number of new exporters decreased, but the number of firms no longer exporting also tapered off. This was also evident in the firm entry and exit rates. On average for the period, the firm survival rate was 47% (this shows that 53% of new entrants in a particular year did not export in the following year). The number of incumbents remained more or less steady over the period, and the same holds for the number of survivors. Moreover, the growth rate of the incumbent exporters over the 5 year period was 6% and that for survivors was 34%. New entrants contributed very little (2%) to the total export value. The second aspect to consider when examining firm dynamics is the export growth rate over the period. More specifically, the goal is to determine whether the growth in total export value (19% from 2003 to 2007) was the result of increases in the number of exporters or increases in the average size of established exporters. From the calculations it is evident that the growth of South Africa's exports was due to an increase in the average export value of existing exporters. A further decomposition of the period shows that the share of the top 1% of exporters in the total export value was 77%, the share of the top 5% of exporters in the total export value was 91%, and the share of the top 25% of exporters in the total export value was 99%. This represents a high concentration of exports in the hands of a relatively small number of established firms. The rest export very little.
The World Bank (2012) provides more data to emphasise the level of concentration or diversification of export supply among South African firms. This is shown in Table 2 . The large differences between the mean and median figures highlight the skewed composition of South African exporters. Over the time period considered, the average number of HS products per exporter increased by 4 (1 per year), but the median indicates that this number remained largely unchanged. Likewise, the number of destinations per exporter was more or less constant over the period. For the majority of countries, particularly those in the middle and high-income categories, most export growth takes place in the intensive margin, i.e. selling more of the same products to the same markets ). This is certainly true for South Africa as well (see Table 2 ). As is the case with other developing countries, it is critically important for South Africa to expand its exports in the extensive margin, which includes creating new trade flows through new product innovation and selling existing products to new markets. This diversification will reduce the country's vulnerability to external shocks. However, to achieve long-term, broadbased growth, a large cross-section of firms must be able to take advantage of the identified export opportunities (Reis & Farole, 2012:5). Furthermore, it is important that these firms are able to overcome the many constraints that are threatening the firms' export operations in their early, start-up phase.
A study of African exporters by Cadot et al. (2011a) found that less than 20% of new export initiatives survive the first year. Recent research on export survival suggests that exporting has an element of 'learning by doing' to it, and that exporting the same products to other markets, or exporting other products to the same markets strongly increases the chances of export survival. Furthermore, export survival appears to be affected by spill-overs. For example, Cadot et al. (2011b) found that the prospects of a firm surviving in exporting improve in line with the number of other firms also exporting the specific product to a specific market. These findings highlight the importance of knowledge spill-overs across exporters, and point to the potentially valuable role of trade promotion agencies in facilitating information exchange and collective action (Reis & Farole, 2012:5).
In summary, the loss of competitiveness of South African exports at the aggregate level, along with the concentration of exports among relatively few firms in terms of products and destinations, calls into question the effectiveness of current policies to increase exports. There is a clear need for export diversification, a process that South African trade promotion organisations should be driving by marshalling firms' export efforts towards the most promising export opportunities. Given the low survival rate of new exporters and thus the difficulty of increasing exports from this group, the focus of this study is on increasing the exports of existing export products to new
THE NEED FOR EXPORT PROMOTION AND THE ROLE OF THE DECISION SUPPORT MODEL (DSM)
The reality of South Africa's export performance is that there is limited diversification in terms of new destinations and new products. This is evidenced in South Africa's export growth being mainly driven by existing and experienced exporters servicing the same markets. Consequently, on-going research is needed to keep the government and private sector abreast of changing economic conditions and market dynamics, so that their various initiatives have a greater chance of bearing fruit.
With so much attention being paid to expanding South Africa's reach internationally, and diversifying and adding value to its exports, one of the most crucial steps in the export development process is identifying the right foreign markets. This can be a costly and complex exercise as so many variables come into play, and countries' fortunes are in a constant state of motion.
This study makes an important contribution to the national export effort by presenting the rationale for, and findings of, an ingenious instrument that takes the guesswork out of export market selection, enabling businessesacross a wide range of industry sectors -to plan their export marketing activities with a high level of precision. This instrument is the Decision Support Model (DSM), which is designed to identify realistic export opportunities for individual companies or whole industry sectors. By using a powerful filtering system that processes large volumes of data, the DSM ultimately reveals those product-market combinations that show the greatest potential for the company or industry in question. It is primarily a strategic instrument aimed at assisting trade promotion organisations, e.g. the DTI, export councils and industry associations, in devising focused export promotion strategies for identified sectors and/or products. The DSM can be used by experienced and aspirant exporters alike, and is an invaluable aid in the initial, often expensive, stages of export market entry or expansion.
THE DECISION SUPPORT MODEL FOR PRODUCTS
Introduction
The Decision Support Model (DSM) is an analytical tool, incorporating a thorough screening process that facilitates systematic export market selection through the identification of realistic export opportunities for firms wanting to expand their sales reach into foreign markets. It also offers alternatives to exporters where they are facing saturation and/or declining growth in their traditional markets. The DSM methodology takes into consideration all possible worldwide product-country combinations and, using four filters, progressively eliminates less promising markets until those with the greatest prospects of success are revealed. The model therefore goes a long way towards ensuring that export marketing initiatives are executed in a focused and cost-effective way.
5.2
The DSM methodology Filter 1 of the DSM assesses countries from the point of view of their political and commercial risk, and macroeconomic size and growth performance. Filter 2 assesses the market potential of the various product groups for the remaining countries, as determined by the size and growth of import demand. Filter 3 examines the accessibility of the remaining countries in terms of their different barriers to entry (including shipping time and cost, logistical efficiency, and tariffs and non-tariff barriers) and degree of market concentration (measured by the Herfindahl-Hirschman index). Filter 4 then categorises the final round of potential export markets according to South Africa's current export performance in these markets compared to the performance of the top six competitors in each market. A potential export value is also assigned to each identified product-market combination with a view to prioritising the shortlisted export opportunities. Table 3 illustrates the categorisation of the potential export markets in filter 4. In the columns of the table, South Africa's relative market share (compared to that of the top six competitors) is classified as small, Source: Cuyvers, Steenkamp and Viviers (2012) Twenty different types of markets are distinguished in the DSM (depicted as cells in Table 3 ), which can assist South African exporters and trade promotion organisations to focus their export promotion efforts. Therefore, before conducting further investigations into a market identified as an export opportunity, they will know whether there is potential in terms of the size and/or growth of import demand, and the extent to which this potential has been exploited by South African exporters. For instance, if a product-country combination is classified in Cell 5, it means that the demand in that market is large and growing over both the short and long term, but South Africa has a relatively small share of that market.
Results
Given that South Africa's export growth is mainly driven by existing and experienced exporters selling to the same markets, the results discussed in this section will focus on new export opportunities for South Africa's exporters, with an emphasis on increasing the exports of existing export products to new markets/destinations.
In order to extract the results of the DSM for existing export products, only those export opportunities for products in which South Africa has a revealed comparative advantage (RCA) equal to or greater than 0.7 3 are considered in this study. This follows Cuyvers et al.'s (2012) argument that export opportunities for which the exporting country has an RCA ≥0.7 can be considered 'actual' export opportunities, since the country's comparative advantage is sufficiently large to warrant relatively rapid export success.
The actual export opportunities for South Africa's existing products, categorised according to the criteria in filter 4, are illustrated in Table 4 .
where XSA,j is South Africa's exports of product j, XSA,tot is South Africa's total exports of all products, XWorld,j is the world's exports of product j and XWorld,tot is total world exports of all products (Balassa, 1965; Krugell & Matthee, 2009:461). South Africa has a relatively small market share in the product-country combinations identified as export opportunities in Cell 1 to Cell 10. These can be considered new markets for South Africa's existing export products, and therefore the markets for export promotion organisations to focus on to increase export success when diversifying the country's exports.
Almost 60% of the potential export value of the actual export opportunities for South Africa is located in Cell 1 to Cell 10. Therefore, most of the export potential identified for South African products is in relatively new markets. This again underlines the need for export promotion organisations to focus on these export opportunities and for South Africa to diversify its export mix. The results of the DSM can contribute to these efforts, ensuring that the most attractive and accessible markets are targeted. Table 5 provides a more detailed breakdown of the product-country combinations displaying the highest export potential for South Africa (based on the potential export value of each combination) if an extensive export strategy (i.e. selling existing export products to new markets) is followed. The Clute Institute Although the IPAP2 document clearly emphasises the need for South Africa to give more attention to value-added products as well as the services sector, the current drive by the government is to diversify its product export base.
The trade in services, however, has become a dynamic economic activity as well as an important source of export diversification in developing countries. During 2000-2007, the global trade in services grew as quickly as the trade in goods, i.e. averaging 12% per year (Reis & Farole, 2012:5). Accordingly, it is equally important for South Africa to diversify and expand its exports in the services sector. Moreover, exports of goods and services often create synergetic effects. This is obvious considering e.g., the exports of goods with the provision of required financial services and transportation. Also other products-services combinations can offer better market prospects, such as e.g., exports of specialised equipment and training.
Services can perform two functions within the economy. Many services constitute inputs into production and therefore play a major role in the value-added composition of products, such as financial services, transportation and insurance. In addition, most services can be exported directly to foreign markets (Hoekman & Mattoo, 2008 ). An increase in direct exports of services is very important for the overall growth in a country's trade. Brenton, Newfarmer and Walkenhorst (2009) assert that services can make a positive contribution to economic growth and export diversification by expanding the exports of existing services to existing markets, as well as developing new services exports or starting to export existing services to new markets. South Africa's services sector or 'tertiary sector' on average amounted to 66% of total gross value added (GVA) between 2005 and 2010 (SARB, 2013), thus making a substantial contribution to the South African economy. Yet during the same period, the services sector's exports constituted on average only 18% of South Africa's total exports, and revealed a significant trade deficit each year (ITC, 2013). Exports of services during the period were largely concentrated in the travel (tourism) industry and the transportation sector, with much smaller proportions allocated to the remaining services sectors, such as business services, financial services, insurance, communications and construction (ITC, 2013). Clearly, there is a need for further diversification of the current services sector in South Africa, and for other services sectors to be stimulated.
One of the stumbling blocks to the expansion of the services export sector is that there are often vast differences in regulations between countries. Brenton, Newfarmer and Walkenhorst (2009) suggest that trade liberalisation and regulatory reforms should be complementary in order to create competitive services markets. They also stress the need for governments in developing countries to launch initiatives that build an appropriate domestic regulatory framework and assist local services firms to access new opportunities, both locally and abroad. This is one of the many reasons why the DSM for services was developed.
To cater for the very specific nature and conditions surrounding the supply of services, the DSM for products was adapted and applied using the available data for services in South Africa. The results reveal potential services export markets that have the highest demand as well as the lowest regulatory barriers. The South African government can use the information to formulate strategies to diversify and grow services exports, backed up by inmarket knowledge from services firms that are already exporting.
Filters used in the DSM for services
Similar to the DSM for products, the DSM for services uses a progressive filtering process, although some of the filters had to be adapted to compensate for the limited availability of services data, and the specific nature of the services trade and its associated trade barriers.
Filter 1 applies the same methodology as that for the DSM for products, i.e. evaluates all countries' political and commercial risk, as well as macroeconomic size and growth, and eliminates those countries that either indicates very high levels of risk, or very low levels of macroeconomic performance (Grater & Viviers, 2012) .
Filter 2 applies the same methodology as that for the DSM for products, using the available import data for services per country on a sector level. The import demand and import growth for services in the short and long term are calculated in a similar way as that for the DSM for products. Those service-country combinations that reflect sufficient market size or growth over the short and long term, are then selected to go through to filter 3 (Grater & Viviers, 2012) .
The calculations of market concentration and accessibility, as applied in the DSM for products, cannot be used for the DSM for services since bilateral trade data for South African services are not available. Therefore, filters 3.1 and 3.2 had to be adapted to the available data for the services trade.
In this regard, filter 3.1 calculates market openness for each country on a services sector level, and market openness is then used as a proxy for the ease of entry into the market. Filter 3.2 evaluates the market accessibility of each services sector in each country by allocating a scale value to each country's GATS commitments under the WTO that are made on a sector level.
Filter 4 is not an elimination filter, but only takes the resulting list of service-country combinations that are able to pass through filters 1, 2 and 3, and creates the final list of export opportunities for services from South Africa. These results can be summarised by sector, by country or by region, and can also be combined in a cell structure similar to that of the DSM for products. Table 6 shows the number of export opportunities in various countries identified within South Africa's main services sectors revealed through the application of the DSM for services. (This table aggregates the results per sub-sector into main sectors). The table shows that even though there are significant export opportunities within the travel and transportation sectors (293 in total), there are also plenty of other opportunity areas, particularly in the 'other business services' sectors, as well as personal, cultural and recreational services, and computer and information services. The results can also be classified according to a cell structure, as displayed in Table 7 below. The cell classification clusters the results according to the market size (as determined in filter 2), as well as the market openness and market accessibility (from filter 3.1 and 3.2). The rows in the table indicate the size of the import market and the columns indicate the level of market openness and access (Grater & Viviers, 2012) .
Results
The ideal combinations of export opportunities are in the fourth column where the markets are very open for services and are easily accessible with low trade barriers. These opportunities would be the fastest for South African services sectors to act on, and government can assist firms to diversify to these markets within a relatively short time.
The first column, on the other hand, shows those markets that have very low openness and low market accessibility. This is where government should get involved in opening markets and lowering trade barriers through the negotiation of trade agreements under the GATS agreement. 16 -20) in markets that are easily accessible and also either very large or growing in the short-and long-term. These are the results that the South African government should give focused attention to with a view to expanding the services export sector. By way of an example, Table 8 shows the results from Cell 16 where the services market is very large for the specific sector, and there are high levels of market openness and market access. The total import value of the country for the specific sector is also shown to give an indication of the size of the market. The Clute Institute Table 8 it is clear that a variety of services show potential in this specific cell of the DSM results for services, particularly in Singapore, Germany and Ireland.
Like the DSM for products, the DSM for services reveals cross-cutting results that can be invaluable in the conceptualisation and planning phases of export promotion programmes for services.
CONCLUSION: IMPLICATIONS OF THE DSM FOR THE DIVERSIFICATION AND SUSTAINABILITY OF SOUTH AFRICA'S EXPORT SECTOR
With a country's sector being exposed to so much uncertainty these days, the construction of the Decision Support Models for products and services, respectively, is extremely significant. A notable strength of the DSM is that it reveals export opportunities that may not have been considered in the past, thereby supporting the quest to diversify into non-traditional export markets. Given South Africa's preoccupation with extending the country's reach into new territories, the DSM is set to play an increasingly important, strategic role in trade promotion circles. Furthermore, having a scientific market selection tool for the services export sector -which to date has lacked a formal vision or strategy -is a boon to those tasked with expanding and diversifying the country's services sector where so much potential lies.
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